! %! research responds to recent call for tourism researchers (e.g. del Bosque and San Martin 2008; Chen and Phou 2013) to develop integrative models. More specifically, this study expands current theorizations by examining the merits of including emotions in tourist behavior frameworks. Research in marketing (Allen, Machleit, and Kleine 1992; Nyer 1997; Yu and Dean 2001) demonstrates the predictive power of emotions in consumer models. For example, Nyer (1997) establishes that emotions add significantly to the predictive power offered by satisfaction in modeling post-consumption behaviors such as word-of-mouth intentions. Allen, Machleit, and Kleine (1992) show emotions serve as incremental predictors, beyond attitudes, of behavior.
Second, unlike research in marketing, it is common for tourism studies (e.g. del Bosque and San Martin 2008; Grappi and Montanari 2011; Lee et al. 2008; Zins 2002 ) to aggregate emotions into summary dimensions. While this approach is useful, studying the role of specific emotions in shaping tourists' experiences is important to both academics and marketers. Hence, this study focuses on measuring emotions at the specificity level, an underdeveloped area of research in tourism (Faullant, Matzler, and Mooradian 2011) . In particular, this study adopts Hosany and Gilbert's (2010) conceptualization, representing tourists' emotional experiences in terms of three distinct dimensions: joy, love and positive surprise. The three dimensions are also common in recent tourism research in the context of festivals (Lee 2014; Lee and Kyle 2013) .
Examining a few global dimensions (e.g., positive and negative) oversimplifies the emotional experience's complexity (Bagozzi et al., 2000; Rucker and Petty, 2004) . For example, Machleit and Eroglu (2000) note combining emotional responses into summary dimensions hide relationships between specific emotions and satisfaction. To benefit theory development and measurement, it is important to understand the behavioral consequences of discrete emotions (Bagozzi et al. 2000; Soscia 2007; Zeelenberg and Pieters 2004) . Identifying relationships ! &! between specific emotions and outcome variables (such as satisfaction and image) are also of managerial significance in designing and enhancing tourism experiences.
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Conceptual Background and Hypotheses Development

Tourists' Emotional Responses
Emotions are affective states characterized by episodes of intense feelings associated with a specific referent (such as a person, an object, or an event) and instigate specific response behaviors (Cohen and Areni 1991). The psychology literature offers two major theoretical approaches to study emotions: dimensional (valence based) and categorical (emotion specificity).
Dimensional approaches conceptualize emotions using few dimensions such as positive and negative (Watson, Clark, and Tellegen 1988) , or pleasure and arousal (Russell 1980; Walsh et al. 2011) . Under the dimensional approach, there is no distinction between specific positive (e.g. joy, happiness and excitement) and negative (e.g. fear, regret and disappointment) emotions.
Categorical approaches conceptualize emotions as a set of idiosyncratic affective states (e.g. joy, anger, sadness, surprise) (see Izard 1977; Plutchik 1980) . Emotions of the same valence have different effects on outcome variables such as judgment (Lerner and Keltner 2000) , decisionmaking (Raghunathan and Pham 1999) , satisfaction (Machleit and Eroglu 2000) and behavioral intentions (Soscia 2007; Zeelenberg and Pieters 2004) . Measurement of emotions in tourism has favored the valence-based approach. Summary dimensions such as positive and negative emotions (del Bosque and San Martin 2008; Grappi and Montanari 2011; Lee et al. 2008) or ! '! pleasure and arousal (Bigné, Andreu, and Gnoth 2005; Yuksel 2007; Yuksel and Yuksel 2007) are common.
Prior studies in tourism focus on emotional experiences associated with festivals (Grappi and Montanari 2011; Lee 2014; Lee and Kyle 2013; Lee et al. 2008) , shopping (Yuksel 2007; Yuksel 2007), restaurants (e.g., Han and Jeong 2013; Ladhari 2009 ), theme parks (Bigné, Andreu, and Gnoth 2005) , holidays Lin et al. 2014; Mitas et al. 2012; Nawijn, et al. 2013) , heritage sites (Prayag, Hosany, and Odeh 2013) , and adventure tourism (Faullant, Matzler, and Mooradian 2011) . Overall, these studies show that: i) types (positive or negative) and intensity of emotions differ across products and stages of the travel; ii) positive emotions are more pervasive in tourists recalled experiences; and iii) emotions are important precursors to satisfactory tourist experiences and/or behavioral intentions.
Research in tourism often borrows psychology-based self-report emotion measures. Four commonly adapted scales include Plutchik's (1980) eight primary emotions, Izard's (1977) Differential Emotion Scale, Mehrabian and Russell's (1974) Pleasure, Arousal, and Dominance Scale (PAD), Watson, Clark, and Tellegen's (1988) Positive Affect and Negative Affect Scales (PANAS). Despite their widespread application, in recent years, researchers have questioned the applicability, reliability, and validity of psychological emotion scales in consumer studies (see Laros and Steenkamp 2005; Richins 1997; Schoefer and Diamantopoulos 2008) . Hosany and Gilbert (2010) further note that emotion scales from psychology are context specific and fail to capture the richness of tourist and destination characteristics. Existing emotion scales overlook the complexity of positive emotions (Fredrickson 1998) , commonly associated with tourism experiences (Nawijn et al. 2013) . As a result, adapting scales from psychology often fails to ! (! achieve content validity (Haynes, Richard, and Kubany, 1995) , leading to erroneous conclusions.
Realizing the need to validly measure the diversity, intensity and complexity of tourists' emotional responses, Hosany and Gilbert (2010) developed the Destination Emotion Scale (DES). The DES consists of 15 items representing three emotional dimensions of joy, love and positive surprise. Joy is associated with positive outcomes such as the realization of one's goals (Izard 1977; Lazarus 1991) . The pursuit of pleasure is a core facet of tourist experiences (Currie 1997; Goossens 2000; Nawijn 2011) . The Love dimension is consistent with research in marketing establishing that consumers experience love toward products and brands (e.g. Ahuvia 2005; Albert, Merunka, and Valette-Florence 2008). Finally, the last dimension, surprise, is often characterized as a neutrally valence emotion arising from unexpected occurrences (Meyer, Reisenzein, and Schutzwohl 1997) . However, other emotions accompany surprise to elicit positive surprise (e.g. surprise and joy) or negative surprise (e.g. surprise and anger).
Overall, the DES dimensions are theoretically consistent with conceptualizations of emotion in marketing (e.g., Batra, Ahuvia, and Bagozzi 2012) and tourism research (e.g. Crotts and Magnini 2011; Faullant, Matzler, and Mooradian 2011; Lee and Kyle, 2013) . For example, in their study of festival visitors' emotional experiences, Lee and Kyle (2013) identified joy, love and positive surprise as key emotion dimensions. More recently, using data collected from international tourists visiting two distinct destinations, Thailand and Petra, Hosany et al. (2015) further confirm the DES external validity. Accordingly, Hosany and Gilbert's (2010) DES is used to measure tourists' emotional responses. In so doing, this study also responds to Hosany et al. (2015) call for research to incorporate the DES into conceptual frameworks that promote holistic understanding of tourists' experiences.
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Tourists' Emotional Responses and Perceived Overall Image
Destination image is commonly conceptualised as a mental or attitudinal construct consisting of the sum of beliefs, ideas and impressions that a tourist holds of a destination (Crompton, 1979) . Tourists' perceived image of a destination is dynamic ) and a rich body of literature exists that distinguishes between different types of image, formed during specific stages (e.g. pre-visit, during a visit, and post-visit) of the tourist experience (e.g. Fakeye and Crompton, 1991; Gunn, 1988; Phelps, 1986) . Lee, Lee and Lee (2014) emphasize the importance to differentiate between the many facets of destination image when explaining tourist behaviour. Earlier studies establish that pre-visit image influence intention to visit and destination choice (Alhemoud and Armstrong, 1996; Baloglu and McCleary 1999) . During a trip, the image of a destination positively influences on-site recreation experiences (Bigné, Sanchez, and Sanchez 2001) . However, the majority of research focuses on tourists' post-visit image perceptions and its relationship with post-trip evaluations such as satisfaction level (e.g. Assaker and Hallak 2013; Chen and Phou 2013; Lee, Lee, and Lee 2014) and intention to recommend (Bigné, Sanchez, and Sanchez 2001; Papadimitriou, Apostolopoulou, and Kaplanidou 2015) . Under this research tradition, destination image is operationalized as an overall evaluative construct measuring tourists' holistic impression of a destination (Echtner and Ritchie, 1993) . In a meta-analysis of the literature, Zhang et al. (2014) show that overall image serves as a strong proxy for capturing destination image. Accordingly, in line with prior research and recent theorizations (e.g. Assaker and Hallak 2013; Assaker, Vinzi, and O'Connor 2011; Papadimitriou, Apostolopoulou, and Kaplanidou 2015; Prayag 2009 ), this study focuses on tourists' post-visit overall image perceptions.
! *!
Beyond its physical properties, the holistic image of a destination is influenced by an amalgam of emotional attributes (Walmsley and Young 1998) 
Tourists' Emotional Responses and Satisfaction
Measuring and managing satisfaction is vital for the survival, development and success of tourist destinations (Sirakaya, Petrick, and Choi 2004; Song et al. 2012) . Satisfaction is a positive reaction resulting from favorable appraisals of consumption experiences (Babin and Griffin 1998; Oliver 1997) Emotions arising from consumption experiences deposit affective memory traces which consumers process and integrate to form post-consumption evaluations of satisfaction (Westbrook and Oliver 1991) . Studies in marketing (Bagozzi, Gopinath, and Nyer 1999; Ladhari 2007; Liljander and Strandvik 1997; Walsh et al. 2011) have a favorable influence on satisfaction. In a heritage tourism context, Prayag, Hosany, and Odeh (2013) show that joy, love and positive surprise can generate satisfaction. Positive emotions are also related to the formation of satisfaction in the context of tourist services such as restaurants (Lin and Mattila 2010) and theme parks (Bigné, Andreu, and Gnoth 2005) . Based on the above discussions, the following hypotheses are formulated: 
Methods
Measurement Scales
Respondents had to rate the study main constructs (overall image; emotions of joy, love and positive surprise; satisfaction and intentions to recommend) using multi-item measures. In line with previous studies (Assaker and Hallak 2013; Assaker, Vinzi, and O'Connor 2011; Baloglu and McCleary 1999; Papadimitriou, Apostolopoulou, and Kaplanidou 2015; Prayag 2009 ), the study focuses on tourists' post-travel overall image perception. Perceived overall image was measured using 2 statements: 'your impression of the overall image of Sardinia? (2011) and Lee et al. (2008) : "I will recommend Sardinia to other people", "I will say positive things about Sardinia to other people";
and "I will encourage friends and relatives to visit Sardinia" [1=strongly disagree and 7=strongly agree]. The questionnaire was available in two languages, English and Italian. Back translation was used to ensure consistency of the Italian version.
Since respondents had to rate all study variables in the questionnaire using self-report, data may be susceptible to common method variance (Lindell and Whitney 2001) . To minimize any potential common method variance (CMV), the survey design and administration adhered to Podsakoff et al. (2003) guidelines. For example, to reduce evaluation apprehension, respondents were assured anonymity and confidentiality. Second, in terms of layout and format, measures for the dependent variables follow independent variables in the final questionnaire (Salancik and Pfeffer 1977) . Third, Harman's single-factor test was employed to assess CMV (Podsakoff and Organ 1986) . The test requires loading all the study variables in an exploratory factor analysis (EFA) statistical procedure. CMV is assumed if either a single factor emerges from the data, or one general factor explains majority of the variance (Podsakoff et al. 2003) . EFA results reveal the existence of a multi-factor structure (4 factors with eigenvalues greater than 1) with the first ! "&! factor accounting for only 25.5 percent of the total variance. These results suggest common method variance is not a pervasive issue in the data.
Study Settings, Sampling and Data Collection
The island of Sardinia, located in the Mediterranean Sea, is an international tourist destination with a unique history, environment and culture (Pulina, Meleddu, and Del Chiappa 2013) . Sardinia has experienced a significant increase in tourism flows as a result of transport deregulation that occurred in the late 1990s and the increasing number of low cost flights to the island. Like many other island destinations, Sardinia depends heavily on sun and sand tourism. A purposive sampling procedure identified potential respondents. Trained research assistants were instructed to survey only Italian tourists. If subjects did not qualify as domestic tourists or were not willing to participate in the study, the research assistants would intercept the next available person(s). Congruent with the dominant research tradition (e.g. Zhang et al. 2014) and consistent with the conceptualization of tourist destinations (e.g. , the study focuses on tourists' holistic experiences as opposed attribute-level evaluations. Data were collected from domestic tourists at the end of their holidays around the airport and port areas in Olbia. In total, 350 respondents were approached to take part in the survey and 275 valid questionnaires were obtained, resulting in 78.57% response rate. The sample was almost equally split between males (49.1%) and females (50.9%). Respondents' age groups were as follows: 16-24 years old (16%); 25-34 years old (26.5%); 35-44 years old (28.7%); 45-54 years old (12%); and over 54 years old (16.5%). In terms of education level, respondents were well educated with 17.5% completing at least high school, 46% college degrees, and 24.9% post-graduate degrees. The two main purposes of visit were leisure (66.2%) and visiting family and friends (21.5%). Table 2 should be greater than the off-diagonal elements (Fornell and Larcker 1981) .
! !
Results
Measurement
Comparing all correlation coefficients with square roots of AVEs in Table 2 , the results suggest strong evidence of discriminant validity.
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Structural Model and Hypothesis Testing
The hypothesized relationships were tested using structural equation modeling (SEM). (Table 3) .
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Discussions and Implications
In response to calls for tourism researchers (e.g. del Bosque and San Martin 2008; Chen and Phou 2013) to develop integrative models, the main objective of this study is to examine the relationship between tourists' emotions, overall image, satisfaction and intention to recommend.
Extending current theorizations and congruent with research in marketing (e.g. Allen, Machleit, and Kleine 1992; Nyer 1997; Yu and Dean 2001) , this study demonstrates the predictive power of emotions in tourist behavior models. In particular, the proposed integrative framework allows the identification of relationships between i) specific emotional responses and perceived overall image; ii) perceived overall image and tourist satisfaction; iii) perceived overall image and intention to recommend; iv) specific emotional responses and tourist satisfaction; and v) tourist satisfaction and intention to recommend. The results confirm that specific emotions are significant predictors of attitudinal and behavioral outcomes. Germans and Italians). Prior research has established that differences in perceptions and evaluations exist between domestic and international tourists (Tasci and Gartner 2007; Yuksel 2004 ). Third, the inherent complexity, in terms of types and intensity, of tourists' emotional experiences may account for these diverging results.
The study confirms the direct relationship between overall image and satisfaction (H 7 ), in line with previous research (e.g. Bigné, Sanchez, and Sanchez 2001; Prayag 2009; Wang and Hsu 2010) . In addition, results support prior studies (Assaker, Vinzi, and O'Connor 2011; Bigné, Mattila, and Andreu 2008; Papadimitriou, Apostolopoulou, and Kaplanidou 2015) Recent evidence shows that advertising campaigns with emotional appeals are effective in influencing tourists' motivations (Min, Martin, and Jung 2013) .
! #$!
Findings of this study show positive surprise as the only emotion significant in predicting tourist satisfaction. Surprising consumers is an important strategy in creating memorable experiences (Vanhamme 2008) . Previous research demonstrates that positive (pleasant) surprise is often associated with consumer delight (Berman 2005; Finn 2005; Oliver, Rust, and Varki 1997) . Marketers and local businesses should aim to create on-site experiences that exceed expectations and delight tourists. In the case of Sardinia, various stakeholders should collaborate to develop tourism programs incorporating 'unexpected' and 'spurring' events/activities.
Surprising tourists will also require destinations to innovate in terms of their offerings. For example, tourists visiting Sardinia should be offered opportunities to interact with local communities in order to co-create the lived experiences. However, it is a challenge for destinations to effectively design new surprising strategies, especially among repeat tourists groups. Over time, experiences that were once deemed 'surprising' become mundane encounters (Rust and Oliver 2000) .
Limitations and Directions for Future Research
Building on existing conceptualisations of satisfaction and behavioral intentions, the study tests a model linking tourists' emotional responses, overall image, satisfaction and intention to recommend. The results of the study should be interpreted with caution for a number of reasons. First, the relatively small sample size does not allow for generalization of the model beyond the context of Sardinia. In addition, given the lack of official demographics data about domestic tourists visiting Sardinia, it is difficult to establish the sample representativeness. Note: *** significant at the 0.001 level; JOY=joy; LOV=Love; POS= Positive Surprise; OI=Overall Image; Satis= Satisfaction; IntR= Intention to Recommend; Square root of average variance extracted (AVE) is shown on the diagonal of the matrix in boldface; inter-construct correlation is shown off the diagonal ! %)! 
